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The use of service robots is gaining popularity. It has been considered one of the most influen-
tial technological implementations in providing services in the restaurant business and hospi-
tality (Tung and Law, 2017). This study aims to explain the willingness to accept the use of 
robots in an augmented way to human work in hospitality services. To this end, a two-stage 
investigation was carried out: first, a qualitative study to identify the aspects of the service 
provided by the robot highlighted by the real clients; later, a relationship model was designed 
and then evaluated with quantitative data.  
The results show that the conceptual model explains 84.5% of the willingness to accept service 
robot use in restaurant establishments and 52.1% of the intention to recommend this type of 
service robots. Specifically, the willingness to accept service robots use is mainly explained by 
the positive influence of the intention to recommend, hedonic motivations and outcome quality.  
From a theoretical point of view, this study contributes to explaining the willingness to accept 
service robots use and recommend the services provided by robots in the hospitality and res-
taurant business. This study offers a different approach to previous studies that have focused 
on variables from traditional models of technology acceptance, such as perceived usefulness, 
perceived ease of use, performance expectancy or effort expectancy.  
From a practical point of view, this study highlights the importance of companies enhancing 
the hedonic character of the customer experience, the anthropomorphic characteristics of ro-
bots, perceived safety and quality of services provided jointly by staff and robots, and outcome 
quality. It is essential to consider that these variables influence both positive attitudes and ob-
jections and the willingness to accept and intention to recommend.  
Acknowledgements: This work was supported by the Plan Andaluz de Investigación, Desa-
rrollo e Innovación de la Junta de Andalucía, Grupo SEJ-567 (Spain). 
References  
Bartneck, C., D. Kulić, E. Croft, and S. Zoghbi. 2009. "Measurement Instruments for the An-
thropomorphism, Animacy, Likeability, Perceived Intelligence, and Perceived Safety 
of Robots." International Journal of Social Robotics 1: 71–81.  
Benitez, J., J. Henseler, A. Castillo, and F. Schuberth. 2020. "How to perform and report an 
impactful analysis using partial least squares: Guidelines for confirmatory and explan-
atory IS research." Information & Management 57(2): 103168. 
Choi, Y., M. Choi, M. Oh, and S. Kim. 2020. "Service robots in hotels: understanding the 
service quality perceptions of human-robot interaction." Journal of Hospitality Market-
ing & Management 29: 613–635.  
Corbin, J. M., and A. Strauss. 1990. "Grounded theory research: Procedures, canons, and eval-
uative criteria." Qualitative Sociology 13: 3–21.  
Creswell, J. W. 1998. "Qualitative inquiry and research design:  Choosing among five tradi-
tions." Sage Publications, Inc, Thousand Oaks, CA, US. 
Davis, F. D. 1986. "A technology acceptance model for empirically testing new end-user in-
formation systems: Theory and results." Massachusetts Institute of Technology. 
Fishbein, M., and I. Ajzen. 1975. "Belief, attitude, intention and behaviour: An introduction to 
theory and research." Addison-Wesley. 
Go, E.,  and Sundar, S. S., 2019. "Humanizing chatbots: The effects of visual, identity and 
conversational cues on humanness perceptions." Computers in Human Behavior 97: 
304–316.  
Gursoy, D., O. H. Chi, L.  Lu, and R. Nunkoo. 2019. "Consumers acceptance of artificially 
intelligent (AI) device use in service delivery." International Journal of Information 
Management 49: 157-169. 
Hair, J. F., M. Sarstedt, C. M. Ringle, and J. A. Mena. 2012. "An assessment of the use of 
partial least squares structural equation modeling in marketing research." Journal of the 
Academy of Marketing Science 40: 414–433.  
Huang, M.-H., and R. T. Rust. 2018. "Artificial Intelligence in Service." Journal of Service 
Research 21, 155–172.  
Jang, H.-W., and S.-B. Lee. 2020. "Serving Robots: Management and Applications for Restau-
rant Business Sustainability." Sustainability 12: 3998.  
Jung, J., S. W. Shim,  H. S. Jin, and H. Khang. 2015. "Factors affecting attitudes and behav-
ioural intention towards social networking advertising: a case of Facebook users in 
South Korea." International Journal of Advertising 35(2): 1–18.  
Lin, H., O. H. Chi,and D. Gursoy. 2020. "Antecedents of customers’ acceptance of artificially 
intelligent robotic device use in hospitality services." Journal of Hospitality Marketing 
& Management 29: 530–549.  
Lu, L., R. Cai, and D. Gursoy. 2019. "Developing and validating a service robot integration 
willingness scale." International Journal of Hospitality Management 80: 36–51.  
Makridakis, S. 2017. "The forthcoming Artificial Intelligence (AI) revolution: Its impact on 
society and firms." Futures 90: 46–60.  
McLeay, F., V. S. Osburg, V. Yoganathan, and Patterson. 2021. "Replaced by a Robot: Service 
Implications in the Age of the Machine." Journal of Service Research 24(1): 104-121.  
Stock, R. M., and M. Merkle. 2017. "A service Robot Acceptance Model: User acceptance of 
humanoid robots during service encounters." IEEE International Conference on Per-
vasive Computing and Communications Workshops, PerCom Workshops 2017: 339–
344. 
tom Dieck, M. C., T. H. Jung,  W. G. Kim, and Y. Moon. 2017. "Hotel guests’ social media 
acceptance in luxury hotels." International Journal of Contemporary Hospitality Man-
agement 29: 530–550. 
Tung, V. W. S. and R. Law. 2017. "The potential for tourism and hospitality experience re-
search in human-robot interactions." International Journal of Contemporary Hospital-
ity Management 29: 2498–2513.  
Tussyadiah, I. P., F. J. Zach, and J. Wang. 2020. "Do travelers trust intelligent service robots?" 
Annals of Tourism Research 81: 102886.  
 Yoganathan, V., V.-S. Osburg, W. H. Kunz, and W. Toporowski. 2021. “Check-in at the Robo-
desk: Effects of automated social presence on social cognition and service implications.” 
Tourism Management, 85: 104309.  
 
 
 
